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Tujuan dari penelitian ini adalah untuk menganalisis signifikansi positif 
pengaruh emotional marketing dan brand awareness terhadap purchase intention 
produk smartphone OPPO di Jatim Cell Madiun. Populasi  penelitian ini adalah 
konsumen smartphone OPPO di Jatim Cell Madiun dengan jumlah sampel 
sebanyak 97 orang. Teknik pengambilan sampel yang digunakan adalah purposive 
sampling.  
Analisis data menggunakan regresi linier berganda, koefisien determinasi 
dan uji t. Hasil penelitian menunjukkan bahwa emotional marketing berpengaruh 
signifikan dengan arah positif terhadap purchase intention, Brand awareness 
berpengaruh signifikan dengan arah positif terhadap purchase intention. 
  
 



































The purpose of this study is to analyze the positive significance of the effect of 
emotional marketing and brand awareness on the purchase intention of OPPO 
smartphone products in Jatim Cell Madiun. The population of this research is 
smartphone OPPO consumers in Jatim Cell Madiun with a total sample of 97 
people. The sampling technique used was purposive sampling. 
Data analysis using multiple linear regression, coefficient of determination and t 
test. The results showed that emotional marketing had a significant effect on the 
positive direction of purchase intention. Brand awareness had a significant effect 
on the positive direction of purchase intention. 
  
 



































Halaman Sampul  .............................................................................................  i 
Halaman Persetujuan  .......................................................................................  ii 
Halaman Pengesahan .......................................................................................  iii 
Pernyataan Keaslisan Karya Tulis ...................................................................  iv 
Motto dan Persembahan  ..................................................................................  v 
Kata Pengantar .................................................................................................  vi 
Abstraksi ..........................................................................................................  viii  
Abstract  ...........................................................................................................  ix 
Daftar Isi...........................................................................................................  x 
Daftar Tabel  ....................................................................................................  xii 
Daftar Gambar  .................................................................................................  xiii 
Daftar Lampiran  ..............................................................................................  xiv 
 
BAB I PENDAHULUAN  ........................................................................  1 
A. Latar Belakang Masalah .........................................................  1 
B. Rumusan Masalah ..................................................................  7 
C. Tujuan Penelitian ...................................................................  8 
D. Manfaat Penelitian  ................................................................  8 
E. Sistematika Penulisan Laporan Skripsi  .................................  8 
 
BAB II TINJAUAN PUSTAKA DAN PENGEMBANGAN HIPOTESIS .. 10 
A. Telaah Teori ..................... .....................................................  10 
1. Pemasaran .......................................................................  10 
2. Strategi Pemasaran   ........................................................  11 
3. Emotional Marketing  .....................................................  12 
4. Brand Awareness ............................................................  19 
5. Purchase Intention  .........................................................  22 
B. Pengembangan Hiotesis  ........................................................  26 
C. Kerangka Pemikiran  ..............................................................  28 
 
BAB III METODA PENELITIAN .............................................................  29 
A. Desain Penelitian  ...................................................................  29 
B. Populasi, Sampel dan Teknik Pengambilan Sampel  .............  29 
C. Variabel Penelitian dan Definisi Operasional Variabel  ........  31 
D. Lokasi dan Waktu Penelitian  ................................................  34 
E. Data dan Prosedur Pengumpulan Data  ..................................  35 
F. Teknik Analisis Data  .............................................................  36 
 
BAB IV ANALISIS DATA DAN PEMBAHASAN  .................................  42 
A. Gambaran Umum Obyek Penelitian  .....................................  42 
B. Karakteristik Responden  .......................................................  45 
C. Hasil Penelitian   ....................................................................  48 




BAB V SIMPULAN DAN SARAN ..........................................................  66 
A. Simpulan  ...............................................................................  66 
B. Implikasi Manajerial  .............................................................  66 
C. Keterbatasan Penelitian  .........................................................  67 



























Tabel 4.1 Rincian Kuesioner  ........................................................ 45  
Tabel 4.2 Karakteristik Responden Berdasarkan Jenis Kelamin ............... 46 
Tabel 4.3 Karakteristik Responden Berdasarkan Usia  ................................. 46 
Tabel 4.4 Karakteristik Responden Berdasarkan Pendidikan ........................ 47 
Tabel 4.5 Karakteristik Responden Berdasarkan Domisili  ....................... 47 
Tabel 4.6 Rentang Skala .............................................................................. 48 
Tabel 4.7 Tanggapan Responden Mengenai Emotional Marketing .............. 49 
Tabel 4.8 Tanggapan Responden Atas Brand Awareness .......................... 50  
Tabel 4.9 Tanggapan Responden Atas Purcahse Intention………………… 52  
Tabel 4.10 Statistik Deskriptif ………………………………………………. 53 
Tabel 4.11 Uji Validitas Variabel Emotional Marketing ……..…………….. 54 
Tabel 4.12 Uji Validitas Variabel Brand Awareness………………………… 55 
Tabel 4.13 Uji Validitas Variabel Purchase Intention……………………….. 55 
Tabel 4.14 Hasil Uji Reliabilitas  …………………………………………… 56 
Tabel 4.15 Normalitas  …………………………………………………….. 57 
Tabel 4.16 Hasil Uji Multikolinearitas  ........................................................... 57 
Tabel 4.17 Hasil Uji Heteroskedastisitas  …………………………………… 58 



















Gambar 2.1 The Value Stars  ......................................................................... 14 
Gambar 2.2 Kerangka Konseptual atau Model Penelitian ............................. 34 
Gambar 4.1 Hasil Uji t Variabel Emotional Marketing................................... 60 

























Lampiran 1 Kuesioner   
Lampiran 2 Data Penelitian   
Lampiran 3 Hasil Uji Statistik   
Lampiran 4 Tabel r  
Lampiran 5 Tabel Distribusi t 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
